With the widespread use of smartphones, strategic marketing of smartphones has become the focus of related brands. Although creating brand loyalty is an important factor of global strategic marketing and re-purchase intention, little research investigated the antecedent of smartphone's brand loyalty and repurchase intention. The purposes of this study are to investigate what are the antecedent brand loyalty and re-purchase intention in smartphone marketing. In the light of the literature and for this purpose; the effects of perceived value factor (perceived ease of use, perceived irreplaceability), utilitarian factor (system quality), hedonic factor (visual design), and consumer's interest factor (technology consciousness) on brand loyalty and repurchase intention were investigated in an integrated model. The results of the analysis show that smartphone's re-purchase intention is largely determined by brand loyalty, perceived ease of use, perceived irreplaceability, system quality, visual design, and technology consciousness. Moreover, analysis results demonstrate that perceived irreplaceability, system quality, and visual design affect brand loyalty.
Introduction
With the development of technology, there has been a rapid increase in the use of smartphones all over the world. A smartphone is not just a mobile phone in the lives of consumers; it is also involved in different uses in daily life. Consumers have begun to carry out activities that can be performed on the computer with the smartphone besides the functions of calling and sending messages. For example, it enables the user sending and receiving emails, supplies camera with the data storage capacity, provides internet access (Pitt et al., 2011) . In recent years, in addition to these features, with the widespread use of social media, the ability to use social media has increased the importance and demand for smartphones. At the same time, consumers are not only using the smartphone to satisfy their utilitarian needs (making a call, sending a message) but also to satisfies their hedonic needs (gaining a status). The smartphone must satisfy both types of needs in order to meet consumer expectations.
For a long time, brands have focused on to sustain competitive advantage and increase sales. In order to reach these goals in the long term, brands must be able to understand and respond to the changing demands and needs of the consumer (Webster, 1992) . To achieve sustainable competitive advantage and increase sales, brands are implementing various strategies. In this perspective, it has become increasingly important to establish brand loyalty in the consumer (Hallowell, 1996) . With previous research, the effect of brand loyalty on the re -purchase intention has been revealed (Dick & Basu, 1994) . Brands that want to maintain their sales and gain competitive advantage have entered into efforts to establish brand loyalty in the consumer. Moreover, brand loyalty in the previous studies of the service sector has been shown as one of the most important factors that generat e advantages against competitors (Bharadwaj et al., 1993) .
Smartphone use by consumers is growing rapidly. Turkey is one of the countries with the highest usage of smartphones. The high usage of smartphones in Turkey can be attributed to the high young population (Bayraktar et al., 2012) . This widespread use offers new opportunities for marketers to meet customer needs (Persaud & Azhar, 2012) . Despite its ever-increasing use and great importance, there are still few studies explaining the antecedent of brand loyalty and re-purchase intention, which affect consumers' smartphone purchasing process (Filieri & Lin, 2016; Kim et al., 2014) . Brand loyalty and re-purchase intention show the idea of repeating purchase after the adoption of the technology and consistent use of the customer (Bhattacherjee, 2001) . Although the increasing importance of smartphone, there is a scare study in this field in Turkey. Moreover existing studies offers significant insights to understand which factors important in using smartphone , they do not shed light on consumer's interest factor in a holistic model. Furthermore, generally their study center upon a single point of view such as usability , luxuriousness and attractiveness (Hong et al., 2008) , device features (Kim et al., 2016) , mobile phone brands (Bayraktar at al., 2012) and technology consciousness has not been adapted as a factor in smartphone marketing. Therefore, technology consciousness with an integrated holistic perspective is a gap in the literature. We aim to fill these gaps and to propose a comprehensive model that enriches the point of view. In this light perspective, the main purpose of this study is to investigate the antecedent of brand loyalty and re-purchase intention in existing smartphone marketing with a holistic model of integrated consumer's interest factor.
We conducted a research to fill the gap in the literature due to the lack of research in the field of smartphone marketing in Turkey. We conducted preliminary research with 10 ungraduated student to identify the factors that are important for smartphone users in Turkey and to develop a new model. We made face-to-face interviews for this purpose and identified the leading factors by using literature studies. Preliminary study and literature research revealed five important factors that are considered to have an effect on brand loyalty and re -purchase intention: perceived ease of use, perceived irreplaceability, system quality, visual design, and technology consciousness.
This research contributes to the literature in three different ways. Firstly, this study presents a different perspective and model by contributing to the small number of studies conducted on consumers' smartphone purchasing processes. Secondly, the results of this study provide useful insight to brands, especially smartphone brands who seek to grow with the global international marketing strategy. Finally, this study has contributed the literature by deriving the concept of technology consciousness from the fashion consciousness where technology consciousness refers to consumer's sensitivity to changing technology.
Theoretical Background

Technology Adoption Theories and Use of Smartphone
Today, technology is constantly evolving and renewing. Users can be reluctant to accept and use new technological products. Owing to the importance of this problem, user adopted technology has been a long-standing issue and a lot of research have been conducted to understand what factors influence new technologies adoption and how it can be possible to adopt new technologies. Current studies are explaining technology adoption by benefiting from past studies that describe consumer behavior (i.e. Davis's TAM (1989) , Ajzen's TPB (1991) or Fishbein and Ajzen's TRA (1975) ).
The basic assumption of TAM is that technology adoption lies in perceived values arising from the use of technology (Kim et al., 2014) . According to Davis (1989) , perceived ease of use and use fulness is an important factor to technology adoption model (TAM). Wang et al. (2015) added perceived enjoyment, perceived irreplaceability, and habit in use of microblogs besides these two factors, which are the two indicators of technology adoption.
According to Theory of Planned Behavior (TPB) behavioral intentions could be predicted by subjective norms, perceived behavioral control, and attitudes toward the behavior. Moreover, behavioral intentions have a direct effect on actual behavior (Ajzen, 1991) . Chen et al. (2009) unified TPB and TAM to show adoption of a smartphone with the applications for the smartphone users. Furthermore, they found that perceived usefulness and ease of use effects attitude toward the use of a smartphone.
There is no agreement on the definition of 'smart' phone, but there is a consensus that smartphone is more than a merely mobile or cellular phone. A smartphone is not only provides a call for and sends a message to but also provides an online access, checks emails and other possibilities such as camera and video. (Pitt et al., 2011) . Furthermore, smartphone unifies mobile and computing technologies (Filieri & Lin, 2016) and the most important feature separating it from existing phone is that smartphone provides with installing and running more advanced applications .
Nowadays, in the smartphone market, there are many brands (Pitt et al., 2011) . Smartphones are suddenly reforming competition in mobile phone marketing . These important developments factors have become the focus of marketing researchers, whereby they have begun to analyze the determinant of smartphone's brand loyalty (Kim et al., 2016; Yeh et al., 2016; Reuver et al., 2015; Shin, 2015) and the antecedents of (re)purchase intention of smartphone (Filieri & Lin, 2016; Rahim et al., 2016) . Moreover, diversified research has integrated technology adoption theories with smartphone use to analyze smartphone user's behavior and intention. According to Filieri and Lin (2016) , TAM has been considerably adopted to clarify new technologies adoption. Thereby, it is an important factor adoption of smartphone usage.
Brand Loyalty
Brand loyalty can be defined as having a positive attitude toward the brand and continuing to purchase regularly in the long-term. Brand-loyal customers are more price sensitive. Consumers who have a commitment to the brand can pay more for the products (Shin, 2015) . This gives the brand a great advantage. For brands, to constitute brand loyalty is an important objective for strategic marketing and it provides brands with sustainable competitive advantage (Dick & Basu, 1994) . Furthermore, cost of keeping existing customers is less than gaining new customers and it can be accomplished by creating brand loyalty (Kim et al., 2016) .
A diversity of research has been conducted to investigate the antecedent and the reason for brand loyalty. Two viewpoints have attracted attention: consumer value theory and consumer-brand identification (Yeh, et al., 2016) . Firstly, consumer value theory puts forward that consumer's value perception and evaluation of the product is an important antecedent of brand loyalty. This evaluation can be occurring after or during product use (Parasuraman, 1997) . If the consumers perceive a high value for the brand, they can be loyal. At the same time, consumer value leads consumers re-purchase behavior (Kim et al., 2016) . According to Yang and Petersson (2004) , a high value is motivating brand loyalty. On the other hand, a value is based on equity theory. According to equity theory, for the generation of high-value perception, the ratio of the consumer's outcome/input can be high. Namely, consumers should believe that the result is higher than the effort they spend.
Secondly, consumer-brand identification is an important antecedent of brand loyalty. Consumer-brand identification was defined as the perception to integrate brand identity and the consumer's own self-concept. Marketing administrators are seeking to establish on their customers. Therefore, understanding the relationship between brands and consumers is important (Elbedweihy et al., 2016) . Prior research has found that the need for self-esteem and the need for self-consistency are the motivators for consumer-brand identification. Consumers conclude that the use of the brand will be higher when it meets their need for self-esteem and if the brand-users image and the consumer's ideal self-image is integrated higher. Another motivator for consumer-brand identification is the need for self-consistency that motives consumers to behave in ways coherent with their actual self because consumers have beliefs about their habits, lifestyles, and identities (Kressmann et al., 2006) . According to Jones and Sasser (1995) , customer loyalty is divided into two categories as short-term and long-term loyalty. Short-term loyalty has less insistence to change products with alternatives. On the other hand, long-term loyalty has strong resistance to change products with alternatives. In fact, in long-term loyal customers don't change brand easily which they generally use the brand's product. Therefore, constituting a long-term loyalty is important for brand's strategic marketing planning (Kotler, 1984) . Furthermore, brand loyalty motivates consumers to repeat purchase (Tho et al., 2017) .
Re-Purchase Intention
Re-purchase intention refers to continued use or purchase after the adoption of a technology (Filieri & Lin, 2016) . Bhattacherjee (2001) studied the Model of Information Systems (IS) Continuance to clarify post-adoption behavior. Although firstly approval of any information systems is a major step to discern IS success, sustaining of an IS is hooked on its continued usage. Therefore, the achievement of an IS depends on consumer's loyalty (Lin & Ong, 2010) .
The IS continuance studies can be divided into two categories: static-type models and process-type models. Static-type models can be based on Ajzen's (1991) theory of planned behavior (TPB) or David's technology acceptance model (TAM) which explains consumer intention and behavior. Process-type models can be based on Oliver's (1980) expectation-confirmation theory (ECT) or Bhattacherjee's (2001) ISC model, which shows feedback process. In fact, the most popular model explaining IS continuance is ISC model. The mode l explains users' intentions to continue to use with benefiting perceived usefulness, confirmation and satisfaction (Lin & Ong, 2010) . After the first use, consumer's satisfaction or cognitive beliefs might change and it can lead to repeated behaviors or the exact opposite (Filieri & Lin, 2016) .
According to Filieri and Lin (2016) , the IS continuance model neglects another motivation of consumers to use technology product, but it is the hedonic aspect of consumption that motivates consumers. In hedonic consumption, emotions, affects, attitudes and satisfaction are directly influenced by the choice of consumption (Moore, 2015) . When thinking of smartphones use, visual design (appearance), interpersonal influence or reference groups effects can be the main foundation for purchase intention in the smartphone market.
Although a wide range of research has been conducted on re-purchase intention, there is still very few researches discussing re-purchase intention of smartphone consumers. Moreover, most of the existing research has neglected technological consciousness that can be influential on re-purchase intention just like the relationship between fashion consciousness and consumption (Lertwannawit & Mandhachitara, 2012) .
Conceptual Framework and Hypotheses
Perceived Value Factor
The concept of perceived value is based on equity theory. The consumer is aiming for the value of the product, which he/she obtains (Oliver & DeSarbo, 1988) . Perceived value factor is the consumer's general evaluation of the value of a product, which is based on consumer's perceptions (Zeithaml, 1988) . Generally looked at by the consumers, a product or brand that has superior attributes than other alternative is selected, because it is expected that product performance had better satisfy consumers' needs (Yeh et al., 2016) . Consumers tend to prefer products with high-perceived value. Therefore, companies should focus firstly on perceived value. (Yang & Petersson, 2004) .
Perceived Ease of Use
Perceived Ease of Use (PEU) is defined as the use of technology by the individual without too much effort (Hamid et al., 2016) . When consumer acceptance or rejection of technologies is largely influenced by PEU, then it influences consumer's behavioral intention either directly or indirectly (Jackson et al., 1997) . But it directly affects consumer's attitude towards use (Liu & Yu, 2017) and intention to use . It can be said that PEU is a key component of technology adoption . Moreover, perceived ease of use is especially important as ways of measuring consumer's satisfaction (Davis, 1989) .
Within the context of this study, PEU refers to the extent that users believe that their use of smartphone has not been required too much effort. If the smartphone is easy to use, consumers will be brand loyal and intend to re-purchase. Studies indicate that perceived ease of use is positively associated with re-purchase intention (Chiu & Wang, 2008) . However, the effect on brand loyalty is the one that is missing in the literature. Therefore, we hypothesize that:
H1a: Perceived ease of use will be positively related to brand loyalty.
H1b: Perceived ease of use will be positively related with re-purchase intention.
Perceived Irreplaceability
Perceived irreplaceability is based on a perception of the unique usefulness, which causes individual's habitual behavior. The perceived irreplaceability that causes the individual's dependence (Young, 1999) at the same time is important in meeting and satisfying consumer's needs. When consumers believe that 'this product is irreplaceable', they do not want to replace it with another product. Because they feel that the product has a unique value, believe that the product cannot be replaced even with an alike product (Grayson & Shulman, 2000) , and suspend its replacement (Schifferstein & Zwartkruis-Pelgrim, 2008) . From a consumer standpoint, although there is not enough study in the literature, perceived irreplaceability and its effect are gaining importance. Pedeliento et al. (2016) empirically showed that there is a positive relationship between product irreplaceability and brand loyalty. They applied a research on the drivers in the field of industry. Because of the limited amount of research about perceived irreplaceability, by changing the application of research for in smartphone marketing, this research tests for the existence of a positive relationship between perceived irreplaceability and brand loyalty. Moreover, whether the effect of perceived irreplaceability on re-purchase intention exists can be hypothesized as follows:
H2a: Perceived ease of use will be positively related to brand loyalty.
H2b: Perceived ease of use will be positively related with re-purchase intention.
Utilitarian Factor
Utilitarian factor could be explained with a total evaluation of functional benefits. In terms of utilitarian factor, consumers behave rationally in general and they want to purchase products without losing time (Chung, 2015) . Utilitarian factor derives from consumer's experience of a product (Katz, 1960) . Moreover, according to utilitarian factor, the consumer tends to re-purchase the products when they are satisfied with as a result of their use. Furthermore, when the brand is seen as a value, the utilitarian factor leads to brand loyalty (Russell-Bennett et al., 2013) .
System Quality
System quality was understood as a consumer evaluation of system performance when satisfying the needs (Shin, 2009) . When consumers are having trouble with the system (for example; lack of access or continuous attachment in the system) they are unwilling to use a smartphone (Suki, 2012) .
In this research, system quality can be defined as a smartphone's physical characteristic, which enriches consumer's perception. System quality is the antecedent of efficient constructs (DeLone &McLean, 2003) . Shin (2015) examined the effect of system quality on hedonicity, the utility of smartphone and customer satisfaction. The empirical findings showed that there is a positive effect of system quality on hedonicity, the utility of smartphone and customer satisfaction.
Diverse research showed the relationship between system quality and customer satisfaction and continuance intention to use (i.e. Lee & Lin (2005) , Jeong & Jang (2010) , Kim et al. (2015) and Lee et al. (2010) ). In line with these studies, we propose the following hypotheses:
H3a: System quality will be positively related to brand loyalty.
H3b: System quality will be positively related with re-purchase intention.
Hedonic Factor
Consumers do not always buy a product thinking it will only benefit. Sometimes the consumer's purchasing of the product can be emotional and sensory. Hedonic factor refers to consumer's purchase decisions with emotional and sensory reasons (Moore, 2015) and affects the attitude, preference, and satisfaction of the consumer (Khan et al., 2005) .
Visual Design
Visual Design is the aesthetic quality of a product (Kim et al, 2016) and it has a great importance for consumer preference. Various research has been conducted to investigate the effect of visual designs for diversity product types such as electronic products, mobile phones, cars etc. (Han et al., 2000; Hong et al., 2008; Yun et al., 2001) . It can be concluded that visual design can influence consumers' behaviors.
The consumer is more likely to be influenced by visual characteristics when they are unstable. (Kahn, 2016) . According to Milosavljevic et al. (2012) when consumers are hesitant among similar products, they prefer the visually appealing product. Moreover, Kim et al (2016) found that visual design affects customer satisfaction. In line with these studies, we proposed the relationship between visual design and brand loyalty and repurchase intention.
H4a
: Visual Design will be positively related to brand loyalty.
H4b
: Visual Design will be positively related with re-purchase intention.
Consumer's Interest Factor
In this study, the consumer's interest factor describes the individual awareness that the consumer is interested in. When we look at the fashion studies, it can be defined as 'fashion consumers are the individuals of interest.' (Han et al., 2016) . In line with this perspective and by thinking the relationship between consciousness and purchase intention (Lin et al., 2015) , it can be said that technology consciousness is a consumer's interest factor.
Technology Consciousness
The rapid development of technology has increased the competition between brands selling technology products. Brands are constantly innovating in their products in order to adapt to the dynamic market structure (Ince et al., 2016) . Brands have gained a sustainable competitive advantage by innovating their products or adding different features to their products (Guan & Ma, 2003) .
Technology has a constantly changing structure, just like fashion. Consumers receive the latest model of a product to follow the technology (Miller et al., 1993) . The ever-changing fashion and innovations in the product evoke the desire to have the best consumer and the latest model. The consumer feels unsatisfied and unhappy when he does not have the best and the latest model (Firat, 1991; Lertwannawit & Mandhachitara, 2012) . Therefore, brands are trying to satisfy the unending newness demand of consumers by making technological innovation in their products (similar to fashion products) (Barnes & Lea-Greenwood, 2006) .
In this study, technology consciousness, which derives from fashion consciousness, is an equivalent to technological involvement. Consumers whose consciousness of technology is high have solely the desire for and adoption of up-to-date styles (Walsh et al., 2001 ) and affects consumer's lifestyle, purchase decision and behavior (Lee et al., 2009) . People who are highly technology conscious may pay more attention to the image portrayed by brands that add innovation to their products.
The effect of consciousness on purchase intention is known as previous studies (Lin et al., 2015) . Lertwannawit and Mandhachitara (2012) empirically found that there is a positive relationship between fashion consciousness and status consumption. When it comes to technology products, there is a limited research on consciousness. The following hypotheses have been developed concerning the technology consciousness, brand loyalty and re-purchase intention created by looking at the technology market: H5a: Technology consciousness will be positively related to brand loyalty.
H5b
: Technology consciousness will be positively related with re-purchase intention.
Brand Loyalty and Re-Purchase İntention
Brand loyalty is a promise that consumers will repurchase their favorite brands and will not change their loyalty under whatever condition (Oliver, 1980) . According to Dick and Basu (1994) , brand loyalty is a key factor to constitute repeat purchase. Prior research found that brand loyalty positively influences purchase intention (Mittal et al., 1998; Das, 2014; Hennig-Thurau et al., 2002) . Thus, we develop the final hypothesis of this study as follows: H6: Brand Loyalty will be positively related to re-purchase intention. 
Research Methodology
Measurement Development
The purpose of this study is to propound a new theoretical framework to clarify the linkages between brand loyalty and re-purchase intention of smartphone users. For this purpose, we have tried to determine the factors that are considered by smartphone users in Turkey in choosing smartphones by means of observation and face-to-face interviews. Ten ungraduated students has participated in preliminary research. Participants were asked the following questions: What are the important features for you on the smartphone? Why do you buy a smartphone? What attributes will you pay attention if you buy a smartphone again? Then, we compared the factors, which we obtained as a result of an interview with the existing factors given in the literature.
At the end this process; visuality, quality, easy use, uniqueness and technological innovation were found to be the leading factors. We have created hypotheses of working with the leading factors by adapting them with the previous studies in the literature and adopted a survey to examine the hypotheses and the research model. All measurement items in the research were modified and adapted from previous research. All items were measured with Likert scales (from 1. strongly disagree to 5. strongly agree). Table 1 shows measurement items and related previous literature. Lin (2016) RPI2 If I were shopping to buy a smartphone, the possibility of buying the same smartphone brand is very high. RPI3 If I need a smartphone, I would be re-thinking of buying this brand smartphone. RPI4 In the future, It is very likely that I will buy this smartphone brand again.
Perceived value factor comprises of perceived ease of use and perceived irreplaceability, which is considered as an important factor in the use of the technological product (Davis, 1989; Pedeliento, et al., 2016) . Perceived ease of use is measured in terms of its use, clear and understandable usage and flexible use (Davis, 1989; Wang, et al., 2015) . Perceived irreplaceability is measured in terms of its uniqueness and being equal another smartphone brands (Pedeliento, et al., 2016) .
Utilitarian factor consists of system quality and visual design. System quality is measured from the perspectives of smartphone's speed, consistency, screen and graphics . Visual design measures evaluation of smartphone appearance and looks like (Kim et al., 2016; Cyr et al., 2006 ).
Consumer's interest factor comprises of technology consciousness. Technology consciousness is adapted from Lertwannawit and Mandhachitara (2012) research. The term of technology consciousness is derived from fashion consciousness. Like fashions products, technological products are evolving and renewing. Brands are trying to create technology awareness by adding new technological features to their products. Technology consciousness is measured by the awareness that occurs in the consumer when the new feature is added to the product or the top model of the product is released.
Brand loyalty is measured in terms of consumer's obedience and belief that the smartphone that they use is the best. Moreover, it refers to reporting to other people and making suggestions (Bayraktar et al., 2012; Yeh et al., 2016) . Re-purchase intention attributes to consumer's thinking of again purchase decisions of smartphone (Fiileri &Lin, 2016) .
Sample
According to a survey conducted by Pew Research Center (2016), the rate of smartphone usage in Turkey between the ages of 18 and 34 is 93 percent. This research shows that the vast majority of young people use smartphones. For this reason, we have chosen the sample as all the students who are educated at the university and who use smartphones. We applied the research to undergraduate, graduate and doctoral students. We collected data from 273 students who were in college and were at +18 years of age. Table 2 shows the respondents' demographic characteristics. The sample comprises 53.5% males and 46.5% females and their ages are ranged from 18 to 52. The majority age of respondents was in the 18 -25 range of age. About 44% of the respondents are in Bachelor, and 39.6% are in Master and 16.8% are Doctoral students. When we look at Table 2 , we see that the majority of the sample uses IPhone (approximately 44%). Samsung is ranked second (30%), followed by LG (10.3%). In addition to demographics questions and which smartphone is used, we asked that 'are the last two smartphones which you bought the same brand?' 38.1% of respondents answered that 'Yes, they are the same brand', on the other hand, 61.5% of respondents answered that 'No, they aren't the same brand.'
Results
Measurement Model
The research model and hypotheses were tested with structural equation model using Amos 22 and maximum likelihood procedure included all of the items: perceived ease of use, perceived irreplaceability, system quality, visual design, technology consciousness, brand loyalty and repurchase intention. In order to evaluate the reliability and validity of the construct, firstly we conducted exploratory factor analysis (EFA). Then for each of the constructs in the model, we implemented confirmatory factor analysis (CFA) (Fornell & Larcker, 1981) . After the model was tested, we analyzed the overall model fit and to test the hypotheses we applied path coefficient.
After discarding one item of re-purchase intention (If I were shopping to buy a smartphone, the likelihood I would purchase the same smartphone brand is very high), the complete measurement model showed satisfactory statistical fit. The proportion of the chi-square value and degrees of freedom is lower than five (χ2/df = 2, 35). The obtained result model is highly compatible with the dataset: (χ2 (278) = 566,602, CFI =0, 94, IFI = 0, 94, TLI = 0, 93). The root means square error of approximation was below the recommended thresholds (RMSEA = 0, 06). In addition, PNFI is calculated as 0.76, which is greater than the breakpoint of 0.70. The test results show that the goodness of fit of the measurement model is acceptable. Table 3 shows the validity and reliability analysis result.
Each measurement scale was evaluated as reliable: The average variance extracted (AVE) and composite reliability (CR) of each of the constructs were over or on the same level the recommended thresholds in order of 0.6 and 0.5 (Fornell &Larcker, 1981) . In addition, Cronbach's alphas ranged from a maximum of 0.95 to minimum of 0.79, which is greater than the 0.70 thresholds. In addition to the convergent validity of the variables, we checked all of the standardized parameters and they were greater than 0.50 and loaded onto the expected latent construct. Later we contrasted the squared correlations for all of the pairs of latent variables and the AVEs in order to assess the discriminant validity of the constructs. It has been calculated that the square root of the AVEs for each variable is greater than the correlation of the implicit variables between the variable pairs, as proposed by Fornell and Larcker (1981) . After completing these tests, it was concluded that the convergence and discriminant validity of the research scales were sufficient.
Structural Model
The proportion between the chi-square value and degrees of freedom was in a receivable field (χ2/df = 2.66) and the structural model showed a good level of fit (χ2(289) = 822.308; p < .005, IFI = 0,90, CFI = 0,90, RMSEA = 0,07). Table 4 shows the results for statistical tests of the research hypotheses and the structural model. Perceived irreplaceability is positively and significantly related with both brand loyalty (β = 0.47; p < .001) and re-purchase intention (β = 0.27; p < .001). Therefore, H2a and H2b are supported.
The structural path analysis renders support for H3a and H3b: System quality is positively and significantly related to brand loyalty (β=0.22; p<0.01) and re-purchase intention (β=0.28; p <0.01). In addition, visual design has a noteworthy effect on brand loyalty (β=0.29; p<0.01) and re-purchase intention (β=0.23; p<0.01). Therefore, H4a and H4b are supported.
Finally, the hypothesized relationship between technology consciousness and brand loyalty is not supported (H5a rejected) (β = 0.06; p >0.05), but technology consciousness is positively explained by the proposed antecedent of re-purchase intention (β = 0.10; p <0.05). Thus, H5b is supported and the last hypothesis about the effect of brand loyalty on re-purchase intention (H6) is supported with a positive and significant degree (β = 0.67; p <0.01).
Discussion
In this study, the effect of perceived ease of use, perceived irreplaceability, system quality, visual design, technology consciousness on brand loyalty and re-purchase intention were investigated. The results show that the model is effective in clarifying consumer' re-purchase intention antecedents in smartphone marketing. Moreover, this study also demonstrates that there is technology consciousness for technological products just like fashion consciousness.
Conclusions and Implications
Despite increased competition and importance for technology firms, few experimental studies have been conducted especially in the smartphone market in Turkey. We used observation and individual face-to-face interview methods to determine the factors that smartphone users in Turkey are attaching as important. At the end of this process, as predecessors of brand loyalty and re-purchase intention we decided to investigate the effect of perceived ease of use, perceived irreplaceability, system quality, visual design, and technology consciousness. Analysis results have shown that the model is effective in explaining brand loyalty and repurchase intention.
This study tested the influence of perceived ease of use on brand loyalty and repurchase intention. Perceived ease of use of smartphone was found to exert influence on re-purchase intention but not on brand loyalty. Our findings have been found to be parallel with previous literature where there exists the effect of perceived ease of use on re-purchase intention (Chiu & Wang, 2008) . According to Ashraf et al. (2016) , perceived ease of use has an effect on purchase intention. Hamid et al. (2016) found that perceived ease of use affects the continuance intention of using the e-government services. As a parallel with these studies, in this study perceived ease of use has an effect on re-purchase intention of the smartphone. However, there is no effect on brand loyalty. In this regard, brands, which produce smartphones, should provide easy-to-use phones for consumers to comprise re-purchase intention.
Another finding of this study is that perceived irreplaceability has a significantly important effect on brand loyalty and repurchase intention. Pedeliento et al., (2016) investigated the relationship between perceived irreplaceability and brand loyalty in industrial marketing. They found that there is a positive relationship between them. With this study, when it comes to the smartphone market, our findings are consistent with that of their findings. Moreover, the results revealed that perceived irreplaceability had the most impact on brand loyalty. Brands should improve strategic marketing programs to gain opportunities against their rivals. Providing additional programs, enjoyment content, and usage can maintain the brand to gain perceived irreplaceability. If consumers believe that the product, which they use, is unique, they do not want to replace it with another brand. Eventually, consumers will be brand loyal and continue to use the product.
Consumer buying behavior is affected by both utilitarian factor and hedonic factor (Chung, 2015) . In this study, system quality (as an utilitarian factor) and visual design (as a hedonic factor) were investigated. Findings turned out that system quality and visual design are the antecedents of brand loyalty and re-purchase intention in smartphone marketing. When brands design new models, they should not ignore product's appearance and system's architecture. Brands should focus on ensuring the design of the smartphone as beautiful. In this study, system quality refers to system's speed, smartphone's screen, graphics, and performance consistency. When the brands' design phones system, these factors must be taken into account. For smartphone brands, to identify what consumers want and concentrate on satisfying consumer's desire is very important (Kim et al., 2016) .
The most important contribution of this study is determining the impact of technology consciousness. Technology is constantly changing, just like fashion. Consumers are sensitive to this change, as it is in fashion. This sensitiveness is called consciousness. Although there are studies on fashion consciousness in the literature (Lertwannawit & Mandhachitara, 2012; Walsh et al., 2001; Shim & Gehrt, 1996) , there are not sufficient studies on technology consciousness. This study fills this gap in the literature from this point of view. As a result of the analysis it was found that technology consciousness has an effect on re-purchase Intention, but not on brand loyalty. In technological products, when an upper model of the product emerges, consumers tend to re-purchase this model. Brands can get the opportunity to increase their sales by adding new technological features to their products. This technological feature can be realized with small differences such as improvement of image quality, and development of different applications. It will not only increase the sales of brands but also make a difference to their competitors.
With the research done in the marketing literature, a consensus has been reached that brand loyalty provides a favorable return on the brand (Jones & Taylor, 2007) . The most important output of these positive returns is the re-purchase intention. The last finding of this study approves existing literature that brand loyalty will remain the main antecedent of re-purchase intention (Dick & Basu, 1994) . Brands that want to continue their sales should look for ways to create brand loyalty in their customers. In order to establish brand loyalty, factors affecting brand loyalty need to be known and should be studied.
In addition to findings mentioned above, this study evaluates brand loyalty and re-purchase intention in smartphone marketing by adopting a different theoretical perspective. Although smartphone marketing is growing day to day, there is still scarce research in Turkey. This study sheds light on the smartphone market in Turkey and evaluates the results of the analysis in terms of marketing. In conclusion, this study contributes to better understanding of the antecedents of both brand loyalty and re-purchase intention in smartphone marketing.
Limitations and Suggestions for Future Research
This research reports important findings on brand loyalty and re-purchase intention in smartphone marketing, but several limitations exist.
Firstly, the sample in this study is suitable for the structure and the work of the study. Nevertheless, it should not be forgotten that this study has been applied to Turkish smartphone users. Different results can be obtained when a survey is applied to smartphone users in different cultures. For example, Walsh et al., (2001) examined brand consciousness by making cross-cultural comparisons and concluded that brand consciousness varies according to culture. In their study, Walsh et al. (2001) found that brand consciousness and other factors could vary in different cultures. To generalize the findings globally, comparative researchers involving other culture are essential. For this reason, the results of this study are limited to Turkish smartphone users.
Secondly, the term of technology consciousness, which derived from fashion consciousness, is one of the topics that have not been investigated. We adopted technology consciousness in smartphone marketing. To generalize the results in technological products, the technology consciousness factor should be examined on other technological products such as smart TV or tablet PC.
Thirdly, this study offers results and recommendations that will benefit brands. It is not to be expected that success will be achieved only by fulfilling these recommendations. Marketers should also take into account other important research done in this regard.
Fourthly, this research has been applied university students who are highly educated persons. If this research had been applied to low-educated people, probably more differently results could be obtained. Future research can compare the differences between low educated individuals and highly educated individuals.
Lastly, when asked participants if the last two phone brands they used were the same. Respondent rate using the same brand was 38.1%, whereas respondent rate using different brands was 61.5%. This result showed that a large majority did not use the same phone brand. More results that are meaningful can be obtained if the majority of consumer groups that use the same brand is taken as the research sample. Surveys that would be conducted in the future, these two consumer groups (as long-term and short-term users) can be observed separately and the results can be compared.
